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INCREASE SELL MORE MAKE MORE 
STORE TRAFFIC! \ REFRIGERATORS! MONEY! 


wi SERVEL’S PROOF OF SUPERIORITY pian 


LOOK WHAT IT DOES FOR YOu! 


Puts more Servels in 
morehomes for only $1.00 
per installation! 
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Once in a home, a Servel 
is 90% sold. Makes sell- 
ing easier! 


You trade for less! Be- 
cause your customers 
sell themselves! 


Servel insures you on 
every demonstration! It’s 
a chance to really SELL! 
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CASH IN! PROMOTE! 


USE SERVEL’S PROMOTIONAL MATERIAL TO 
SELL THIS NEW KIND OF REFRIGERATOR 





"/ No Moving Parts in the Frozen Food Compart- 
Freezing System! ¥ ment gets colder dur- 
ing defrosting. 


St Pp tl 
¥ Seuss alata ¥ Operates on depend- 


able gas! 


Goes into action on a Ten-Year Warranty on 
change of even one ¥ freezing system—twice 
degree! as long as any other! 


WORLD'S GREATEST COMBINATION 
- L U S: OF INTERIOR FEATURES 


Choice of Interior Color Decoration 
Icicle Blue ¢ Sunfrost Green 


Luminous Gold 

































































MODEL #BE-118 : GAS 


REFRIGERATORS 
Get Complete Details From Your Serve! Distributor TODAY! 
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Water Heater Campaign Exceeding Plans 
—And Selling More Year-round Gas 


F there is agreement that the best 

measure of success for a sales cam- 

paign is in its results, then the auto- 
matic gas water heater sales campaign 
that is under way on Staten Island, New 
York, is really successful. 

New York and Richmond Gas Com- 
oany Started a water heater campaign in 
February with the objective of selling 
§0°,, over ’51.”” Month by month, Feb- 
ruary-through-May, the percentage in- 
creases over those months of 1951 have 
been 43, 34, 110 and 52, respectively. 
Some of our statistician-friends will gasp 
—1sk-tsk—but we shall be practical and 
come up with an average increase of 
§9.75 per cent for the four-months’ pe- 
riod. 

“In establishing our promotion pro- 
gram, we Offer nothing which might be 
classified as new,” said Richard A. Plata, 
assistant manager of the gas company’s 
new business department. “Rather, we 
have taken every proven sales tool which 
s available to us and used all of them.” 

The elements of the program are ad- 
vertising, sales promotion, salesmen, 
other employees, 109 plumber-dealers, a 
home show and three water heater man- 
ulacturers. 

[The Staten Island-approach to water 
heater sales follows the simple line that 
they are not new appliances, not luxury 
appliances—they are a practical, eco- 
nomic necessity in very general use.” 


Three name brand water heaters 

The three water heaters that are the 
combined subject of this campaign are 
4. O. Smith’s Permaglas, John Wood's 
deluxe Penfield and Servel’s Copper 
Ball. 


Advertising 

Advertising has been concentrated in 
the local newspaper. Ads have been 
three-columns wide by twelve inches 
deep, running three days a week. 

The theme of these ads, “Ask your 
#eighbor,” has been supplemented by 
such catch-lines as “big trade-in allow- 
ance [to fifteen per cent] . . . 60 day 
trial . . . dependable gas company serv- 
LC 
Several ads have featured the line, 
Consult your plumber-dealer or New 
York and Richmond Gas Company.” 
Thereby, the plumber-dealers were 
brought directly into the advertising part 
of the campaign. 

Emphasis has been placed in the ads 
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on such facts as “a 30-gallon water 
heater will satisfy 88 per cent of the 
families in the service area; an automatic 
hot water supply is essential in home 
laundries with automatic washing ma- 
chines.” 

Ads have included coupons and the 
company points out that significant re- 
turns are being received. 

Credit, as-and-where credit is due, 
was given by Mr. Plata, in connection 
with the effectiveness of thé advertising 
in the overall campaign. 

“We believe no small measure of our 
success is due to the efforts of our ad- 
vertising counsel, Morey, Humm & 
Johnstone,” he said. 


Sales promotion 
The gas company’s territorial repre- 
sentatives have established selected lists 


of potential water heater customers for 
direct mail treatment. 

The newspaper ads have been re- 
printed for direct mail purposes and 
manufacturers’ literature also is used. 

The dealer-operation in this campaign 
is coordinated within the direct mail 
plan. Decorated letterheads are used to 
keep the plumber-dealers constantly 
aware of the campaign and its potentials 
for them. 

Postage meter slugs are used to fur- 
ther the campaign in bill mailings. 

Billboard advertising and car cards in 
trains and buses are featuring “super- 
speed water heating.” 


Salesmen’s incentives 

New York and Richmond Gas Com- 
pany has increased commissions to com- 
pany salesmen on water heaters and is 





demonstration space. 


In operation, an all-gas kitchen 
and an all-gas utility room demon- 
strated the complete lines of domes- 
tic and commercial appliances that 
are sold by the Staten Island gas 
company. 

Two cooking schools were con- 
ducted during the show—’’the most 
Mr. Plata 


noted. Prizes that were awarded by 


successful in our history, 





STATEN ISLAND WATER HEATER CAMPAIGN TIED TO 
GAS DEMONSTRATION-DISPLAY IN HOME SHOW 


“We feel we upheld the name of natural gas successfully,” 
Richard A. Plata commented about the participation of New 
York and Richmond Gas Company in an eight-day home show 
on Staten Island, New York, with 2,000 sq. ft. of display-and- 


the company included a fully-auto- 
matic Roper range, a Wheel-About 
Universal range, Blue Flame glass 
sets and “the usual pots and pans.” 

The currently emphatic water 
heater campaign was tied-in with a 
30-gallon A. O. Smith Permaglas unit 
on the stage during the two sessions 
of the cooking school. 























operating two special bonus contests as 
incentives to salesmen to spend after- 
business-hours selling heaters to pros- 
pects in their homes. 


Other company employees 

All company employees, excepting 
those in the new business department are 
offered liberal commissions for the 
names of prospects who ultimately be- 
come water heater customers. This 
phase of the campaign has been particu- 
larly successful with meter-readers and 
customers’ service men, who have 
turned in a high ratio of names that have 
been converted to sales. 

Hidden prospects are the objectives of 
the floor sales force in the company’s 
display room. They make a certain 
quota of daily telephone calls to selected 
names from customers’ survey cards. 
Those telephone calls have proved to be 
ultimately valuable. 


An eight-day home show 

The Staten Island company had 2,000 
sq. ft. of display space in the eight-day 
April home show that was under the 
auspices of the local chamber of com- 
merce and American Legion. All gas ap- 
pliances sold by the company were on 
display, with two features: an all-gas 
kitchen and an all-gas utility room. 
Water heaters were displayed with ap- 
propriate prominence. 


Company’s selling policy 

New York and Richmond Gas Com- 
pany sells appliances directly to home- 
owners and, also, acts as a wholesaler, 
selling to plumber-dealers. In either 
case, the plumber is in each sale. The gas 


company sells water heaters on an in- 
stalled-basis and for each of those sales, 
a licensed plumber gets the installation 
job from the company. 

If the plumber-dealer makes the sale, 
he buys the heater from the gas com- 
pany and then resells it at the standard 
price, with his installation charges addi- 
tional. Plumbers who do not wish to 
handle the purchase-and-resale of the 
heaters have the opportunity to let the 
gas company make the sale, with a com- 
mission for the plumber, who then has 
the installation job. 


Year ‘round load is aim 

“Yes, we're selling water heaters di- 
rect to homeowners and so are the 
plumber-dealers,” Mr. Plata commented. 
“Our basic aim, all things considered, is 
to add gas load—all-year load. This pro- 
gram is cooperative—three-way coop- 
erative. We are selling and we are help- 
ing our dealers to sell water heaters— 
and they are helping us sell gas on the 
load-basis that is obviously most advan- 
tageous to us. Then, too, there has been 
the continuing interest and assistance 
from the manufacturers, whose selling 
experiences have been drawn upon ef- 
fectively in this campaign.” 


The end is not in sight 

The original period for the New York 
and Richmond campaign was to be Feb- 
ruary-through-September. Results have 
changed that part of the plan. 

“As long as our water heater promo- 
tion shows the results so far demon- 
strated, we will continue the campaign 
indefinitely,” Mr. Plata pointed out with 
justifiable emphasis. 





ROPER MERCHANDISES 





Enjoyment—-satisfaction—is the aim 
of the new booklet that illustrates and 
describes every feature of the Roper gas 
ranges, in terms that the prospect or cus- 
tomer can  understand—easily. This 
booklet has 21 pages of information 
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WITH “HOW” BULLETIN 





about cooking top operation, oven cook- 
ing directions, general broiling proce- 
dure, identification of all range parts 
and cleaning suggestions. 

Copies of the booklet, for use as 
Roper sales-making aids, are available. 


“VISIT YOUR GAS 
RANGE DEALER" 
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Ohio Fuel Gas Company leaves no doubt 
in the minds of newspaper readers with 
their emphatic “visit your gas range 
dealer” in these two ads that are part 
of an extended current series that em- 
phasizes a different gas range feature in 
each ad. Some of the ads in the Ohio 


_ program promoted specific manufactur. 


ers’ products but all included such copy 
as “automatic 
control . . 


gas instant 


. all degrees of visible heat. 





Air Conditioning Competition Opens 


The fifth annual progress award for gas 


| summer air conditioning has been an- 


nounced by American Gas Association 
Cash prizes and trophies will be awarded 
to the three gas utilities which the judges 
find to have made the most outstanding 
contributions to the progress of gas sum- 
mer air conditioning during the period of 
August 31, 1951 to August 31, 1952. 

The awards are sponsored by Servel, In- 
corporated, and will be given to companie¢ 
entering this competition designed to stimu- 
late industry-wide knowledge of this serv- 
ice utilizing gas. 

Entries may be based on any activil) 
relating to sales or installation. All entries 
must be addressed to Mr. J. L. Campbell 
Chairman, Gas Summer Air Conditioning 
Committee, American Gas Association, 4? 
Lexington Avenue, New York 17, N. 
The deadline is September 15, 1952. 

The awards will be presented at the AGA 
convention in Atlantic City, October 27-3 
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‘More living room 
is no problem with 
this hideaway furnace’ 


says, R. C. (Andy) Anderson, 


Bryant-Anderson Company, Houston, Texas 


vr Ol 
OW as 
— With usable space at a premium, it is littke wonder that the 
delet Bryant Hideaway Gas Furnace is proving so popular. 


— Architects and builders say it not only saves valuable space, 


but the furnace, itself, is a real selling feature. 


doubt . ve 
al Tucked away in the attic—or suspended from the ceiling 
range or under the floor—this dependable forced-air furnace provides 
2 part a world of comfort for householders while releasing extra space 
on for storage, utility purposes or plain /iving. 
ture in The Hideaway is a true Bryant product—long on dependability 

hio and gas economy, and with positive automatic control. 

I 
‘actur- Naturally, the casing temperatures are low. You'll also like 
| Copy the way it goes in—structural steel mounting 
nstant channels come with it and can be used to suspend 
heat. the unit when it is so installed. Bryant Model 324 
Yes, you'll like this Bryant Hideaway Forced-Air Furnace Hide-away Gas Furnace 
that gives you both added living space and better heating. 
aus Why not ask your Bryant Distributor for full details? _ be tucked se ne 
7 ae ‘ er ba the attic, or suspend 

sel ion rite re ater ris Yept. 24, Affiliated Gas ‘ 
chee Or write Bryant Heater Division, Dept. 24, Affiliated Gas iecets ellllinin de vader tie 
iation Equipment, Inc., 17825 St. Clair Ave., Cleveland 10, Ohio. floor. Fully automatic, 
varded forced-air unit with 
judges Hevigage heat exchang- 
nding er. Available for all 
Pap gases. AGA inputs: 65, 
ween 85, 100 and 125 thou- 
ot he sand Btu per hour. 
el, in- 
panie? 
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Columbia Dropping Appliance Sales 


—Will Promote for Dealer Selling 


OLUMBIA Gas System is with- 
drawing from the field of gas ap- 
pliance sales and is starting a new 

and intensified consumers’ program, for 
all kinds of gas appliances except heat- 
ing equipment, to promote dealer-sales. 

The program contemplates the imme- 
diate enlargement of dealer cooperation 
staffs in all the system companies and 
other expansions, especially of the home 
service departments in all the company 
groups, James S. Phillips, vice president 
in charge of sales, explained when the 
far-reaching policy change was an- 
nounced in mid-May. 

Mr. Phillips told AMERICAN Gas 
JOURNAL, in response to a request for 
complete information about the pro- 
gram, that while “the broad general poli- 
cies had been determined, many details 
of the new sales promotion program re- 
main to be worked out.” 

These details will be announced as 
they are formulated. 


“We will encourage all dealers in our 
service territory to handle a complete 
line of high quality gas equipment,” Mr. 
Phillips said, ‘“‘and work with all dealers 
in newspaper, radio, television and di- 
rect mail advertising. 

“We also expect to work closely with 
dealers in all other phases of sales pro- 
motion. We will continue to display 
dealers’ wares in our offices and show- 
rooms, and will intensify our cooking 
school program and home service activi- 
ties. We will do market analysis and new 
product research.” 

The dealer cooperation and business pro- 
motion staffs will be recruited, in part, from 
the system’s retail sales organization in the 
Pittsburgh and Columbus areas. 

The Columbia System companies’ retail 
sales activities will cease when existing 
stocks have been liquidated gradually. 

Two principal targets of the new promo- 
tional program will be new homes and all- 
year air conditioning. 

The sale of gas appliances will be discon- 





tinued by Amere Gas Utilities Company 
and Virginia Gas Distribution Corpora. 
tion, affiliates of Columbia’s Charleston 
group of companies, within ninety days 
from May 12, John W. Partridge, president, 
Charleston Group, announced recently. 

“After careful consideration,” he said. 
“we have come to the conclusion that an 
aggressive gas appliance dealer sales pro- 
motion program affords the best way of 
promoting the sale of high quality gas ap- 
pliances in the territory. . . .” 

These two affiliates of the Charleston 
Group will set up a dealer program similar 
to that operated by United Fuel Gas Com- 
pany. 

“.. . during the past two years the 
United Fuel Gas Company has carried out 
a very successful gas appliance dealer co- 
operative program,” Mr. Partridge said 
“The program consists of sales helps for 
gas appliance dealers, sales demonstrations 
by home service, extensive newspaper ad- 
vertising, cooking schools and various other 
activities designed primarily for the pur- 
pose of stimulating the sales of the highest 
quality of gas appliances in the territory 
which the company serves. 

“It is very important that the gas com- 
pany take the lead in promoting the finest 
and most efficient gas appliances,” he con- 
tinued.” 





Universal Ranges Support Matchless Campaign 














The cutout display for Universal’s wheelabout model 











Universal gas ranges, one of the trio in 
the Philadelphia “matchless” campaign, 
are being supported with an array of ac- 
tivity display material designed to get 
and hold attention of dealers’ prospects. 

The principal display is a cutout de- 
signed for the “wheelabout” model, fea- 
turing a picture-frame presentation of 
six electrically-timed views of different 
uses for the mobile-top storage cart. 
Dealer and retailer reaction to this dis- 
play is indicated by the 747 orders for it 
that were received in the three days 
after it was offered. 

The Cribben & Sexton promotion de- 
partment has prepared, for Universal 
range sales-support, a complete assort- 
ment of bill inserts, self-mailers, line 
folders, salesmen’s calling cards, a forty- 
page sales maker, architects’ specifica- 
tion sheets, a dozen newspaper mats, six 
TV film commercials and a number of 
radio commercials—all are for dealers 
in limited quantities, without charge. 

More extensive displays, supplied at 
cost, include seven of the so-called traf- 
fic builders, three consumer-premiums 
and a salesmen’s incentive prize cam- 
paign. 

Adequate and prompt personalized 
service to Cribben & Sexton dealers has 
been provided by the appointment of 
five additional district sales representa- 
tives to concentrate on the improvement 
of dealer and retailer selling and mer- 
chandising techniques. 
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How Lone Star Gas Co. Looks at Electricity 
And Then Sells a Lot of Gas Appliances 


E must recognize that we are 

in a selling business and that 

our company’s welfare, its fu- 

ture, and its profits depend to a large ex- 

tent on holding and increasing our per 

customer gas consumption, and if that 

isn't of almost paramount concern to us 

from morning until night, then, in my 
opinion, we are slackers on our jobs.” 

That realistic attitude on the part of 

Chester L. May, vice president, Lone 


| Star Gas Company, reflected the manner 


in which his company is approaching 
the sale of more gas, largely year-round 
load, through continuous merchandising 
of gas appliances, using all available 
means. In a dramatized talk before the 
Southern Gas Association’s convention, 
Mr. May viewed electric competition as 
being based on an “inferior operation.” 


“The pathetic thing about [the electric 
competition],” he said, “is that it is being 
accomplished with an appliance that 
presents much inferior operation when 
compared with gas.” 

The inroads of electric competition 
in Texas were described to the SGA 
members and then Mr. May took apart 
the electric industry’s operational claims 
with comparable gas operation informa- 
tion. 

He showed his audience what operat- 
ing an electric kitchen range means in 
terms of fifty-watt electric bulbs, on a 
giant chart headed, “Ready takes your 
money.” 

“For management simply to employ 
a merchandise manager, permit him to 
employ a group of commission sales- 
men, support them with the advertising 





"This is just a small, ordinary 1951 model 
electric Hot Point Range,” he is saying here. 
Nellie Brown is going to cook a dinner on 
it. . . a 30 cent soup bone, 12 cents worth 
of navy beans, 2 eggs—10 cents, coffee—3 
cents, toast—3 cents, and tapioca—8 cents. 
Total—66 cents. She puts the soup bone in the 
well and turns on the heat—the equivalent of 
25-50 watt light globes. Then, she puts the 
beans in the oven and turns on the equivalent 


of 76-50 watt light globes . . . the tapioca 





hes 


7 LEFT FRONT UNIT REQUIRES (250 WATTS - EQUAL 10 25 SOWAIT BULBS 


RIGHT FRONT UNIT REQUIRES 2050 WATTS EQUAL 10 41-SO WATT BULBS 
RIGHT BACK UNIT REQUIRES [250 WATTS-EQUAL 10 25-SO WATT BULBS 


OKER REQUIRES 20 WATTS EQUAL 10 2S:SO WATT BULBS 





Chester L. May showed the Southern Gas Association the economics of electric 
range operation to emphasize the superior operating characteristics of auto- 
matic gas ranges. 
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) WATTS EQUAL 10 76°SO WAIT BULBS 
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4000 WATTS: EQUAL TO 80°SO WATT BULBS 


on the right rear element—25 more 50 watt 
globes . . . the eggs on the right front ele- 
ment—41-50 watt bulbs . . . coffee on the 
left front burner—25-50 watt globes. 

“Then she puts 4 pieces of bread in the 
broiler to toast—80-50 watt bulbs. Thirteen 
and six-tenths kilowatts per hour to cook 66 
cents worth of food! 

“Nellie, with 272-50 watt bulbs on in the 
kitchen, rushes to save electricity—she left one 
50 watt globe burning in the bathroom!”’ 
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that can be afforded and expect the best 
competitive job to be done, is absolutely 
futile,” Mr. May emphasized. 

“If that is the extent of our manage- 
ment ingenuity, we are going to lose 
most of our cooking and water heating 
load.” {The italics are ours.—Ed.] 

Lone Star Gas Company regards 
“every last employee” as a sales builder 
and Mr. May said the company comes 
“mighty close to getting the enthusiastic 
and vigorous assistance of each of 
them.” 

The organization of the Lone Star 
sales force starts with a general sales 
manager, Mr. May, who is assisted by 
three division managers, with a mer- 
chandise manager for each division. The 
individual salesmen report to division or 
district managers. Salesmen are on 
straight salaries. 

In addition to those who have a di- 
rect responsibility for sales, Lone Star 
gets “additional and general interest and 
enthusiasm” from all other employees. 
“It’s surprising how many sales are cred- 
ited to even laborers, maids and por- 
ters,” Mr. May said. 

The interest in sales throughout the 
system’s employee-force is developed 
through campaigns with group prizes 
for divisions and districts. The interest 
in sales is maintained through a con- 
stant promotion of the campaigns, with 
letters and telephone calls of apprecia- 
tion and encouragement to individual 
employees, from executives, and at cam- 
paign dinners. 

“About four million dollars in equip- 
ment was sold and our operating em- 
ployees were responsible for most of it,” 
Mr. May disclosed in describing a recent 
six-months’ campaign. 

“One fellow, an office employee sold 
$48,000 worth . . . we had scores of 
service men, laborers, utility men and 
office employees who sold more than 
$5,000 worth each.” 

Lone Star has a well-staffed dealer- 
assistance organization that maintains 
close contact with dealers, manufactur- 
ers’ representatives and distributors. 

“We enlist them to run campaigns 
simultaneously with ours,” Mr. May 
said. “We carry the dealers’ names in 
our advertising furnish much floor 
display material thoroughly train 
their salesmen, installation and service 
men, furnish our home service girls to 
follow up their gas range and refriger- 


(Continued on page 50) 


47 

















PUREE... 


anathar word. tor'Cl ty, 


EMPIRE Gae FLOOR FURNACES 


Weau 
© Zaality n ENGINEERING 


© Zuality n DESIGN 
© Zuality OPERATION 


© Zaality In LIFE of APPLIANCE 


This Economical and Effi- 
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NEW GAS APPLIANCES 


Unit heaters 
Five models of a new line of gas-fired 
units, all approved by AGA for nat- 





heater 


ural, mixed, manufactured and propane 
gases, with an in- 
put range of from 
55,000 to 200,000 
Btu per hour, have 
just 


been an- 
nounced. The units 
are specifically de- 
signed for jobs 
where a low first- 
cost, efficient and 
economical heating 
system is required. 
They are applicable in markets, stores, ter- 
minals, shops, factories, warehouses, insti- 
tutions, and waiting rooms. Each unit is a 
complete heat generating and distributing 
plant. The cabinet is made of heavy gauge 
steel, with gray baked finish. The cast iron 
burners are said to be designed for the best 
flame distribution and combustion. The 
heat exchangers are made of heavy gauge 
steel welded to steel headers. An individual 
burner is provided for each heat exchanger 
tube. Steel baffles are placed inside the heat 
exchanger tubes. There are external baffles 
to secure turbulence and radiated heat to 
the air flowing through the heater. A vent 
connection is provided. Each unit is also 
provided with a safety pilot burner, a safety 
pilot switch and an electrically operated 
solenoid valve. 
Gas-fired Heater Units. The National 
Radiator Co., Johnstown, Pa. 





Commercial incinerator 
A gas-fired commercial incinerator that 
is said to completely consume up to 400 
lbs. of wet or dry refuse per hour has been 
introduced. Com- 
bustion is reported 
complete to the ex- 
tent that there is 
usually less than a 
bushel of ashes 
after a week’s op- 
eration. It does not 
require brick work 
or other masonry 
and can be in- 
stalled in less than 
time, the manufacturer claims. 
Practically all smoke and odors are elimi- 
nated through forced draft primary com- 
bustion, a special ventilating system and 
secondary combustion. Twin burners use 
natural, manufactured or LP gas. All 
models have a complete, heavy lining of 
refractory material. Designed for installa- 
tion either indoors or out, this incinerator 
is easily loaded and fired. It can be left 
unattended. It is equipped with safety de- 
vices and is available with automatic timer 
to turn fuel on and off, as often as six 
Preselected times a day. Units are shipped 
complete, knocked down, direct from fac- 
‘ory with instructions for assembling. 
Winnen Commercial Incinerator, Model 
C-20. Dept. 78, The Winnen Incinerator 
Co., 932 Broadway, Bedford, O. 


a day’s 
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Tabletop cabinet water heater 

A new automatic storage water heater 
conforms to modern kitchen appliances in 
style and dimensions. It is intended pri- 


marily as a source for household hot water 
in apartments and other installations where 
kitchens or utility rooms have limited 
space. It provides an additional 24” x 25” 
counter-high working area. It is 36” high 
and 25” deep, matching modern ranges 
and cabinets. Its width of 24” corresponds 
to cabinet widths. It has the standard 3” 
x 4” toe space and a 6” splash panel. An 
internal draft diverter permits installation 
flush-to-wall; plumbing connections are at 
the rear, with accommodations for piping 
to wall or floor. Burner, controls and drain 
valve are accessible from the front; both 
door and top lift off. It is finished in white 
baked enamel; top is porcelain enamel. 
Tank capacity: 25 gal.; recovery rate: 19.7 
gph at 100°F rise. Gas pressure regulator 
and Unitrol are standard equipment. 
Hotstream Tabletop Water Heater, 
Model TT. Mr. Holkenburg, Hotstream 
Heater Co., 2363 E. 69 St., Cleveland 4, O. 


Downflow gas furnace 

A new downflow gas-fired furnace, de- 
signed to provide automatic heating for 
basementless houses, may also be used with 
conventional wall 
or perimeter heat- 
ing systems. 

The forced circu- 
lation warm-air fur- 
nace may be in- 
stalledinthe 
kitchen or out-of- 
the-way alcove. It 
has rubber- 
mounted blowers 
which give it the 
lowest possible level 
of blower or fan 
noise, and it uses ribbon burners which ig- 
nite and go out quietly. The unit’s heat ex- 
changer, said to be quiet in operation, is 
made of cast iron. Completely enclosed, all 
controls and the draft diverter are in a 


—* 


blue-gray jacket. It is a packaged furnace, | 


factory assembled, wired and tested. Three 
sizes are offered for use with natural, manu- 
factured or LP gas. The units are AGA ap- 
proved and are listed by the Underwriters 
Laboratories. GE Gas-fired Downflow Fur- 
nace. General Electric Co., Air Condition- 
ing Dept., Bloomfield, N. J. 


Four new furnaces 

Two new counterflow and two new high- 
boy models, with 78,000 and 110,000 Btu 
per hr. at the bonnet, have been put in 


Mo Serce Folhan! 
Nolesthy lastelaton! 
L mbuston Kecarab! 


WHEN YOU SELL STEWART-WARNER’S 


GAS HEATING 
UNITS 











(Above) Model 991-20 — 18°’ x 3812" 


Easy to install . . . no chimney, no 
ducts, no electricity required. Easier 
to maintain with no moving parts to 
wear out or replace. These new 
“Safety-Sealed” units bring clean, 
zone controlled automatic gas heat 
to a room, suite or an entire build- 
ing. Give dealers “extra” equipment 
flexibility for hundreds of heating 
needs. 

Exclusive, revolutionary “Safety- 
Sealed” construction seals all com- 
bustion air and products from con- 
tact with heated room air. Expels 
all combustion products outside — 
through the wall. 

Operation is silent, dependable — 
with either natural, manufactured 
or LP gas. Individual requirements 
are suited exactly from manual or 
thermostatic controls. 


WRITE NOW tor complete, free informa- 
tion and specifications. Stewart-Warner Corp., 
South Wind Division, Dept. c-62, 1514 Drover 
Street, Indianapolis 7, Indiana. 























production. The 78,000 Btu models have 
been designed for smaller sized homes; the 
110,000 Btu models for larger homes. All 
four models are fired with inshot-type gas 
burners. Casing dimensions: 62” x 20” x 
24”; and 62” x 20” x 28”. Furnace casings 
are painted in a two-tone green. 

Delta Models HB-78, CF-78 and HB- 
110, CF-110. Delta Furnace Corp., Tren- 
ton, N. J. 


Gas range connectors 

A new line of gas range connectors using 
aluminum tubing with dural fittings has 
been made available. This equipment has 


en | 





AGA approval and has passed pressure 
tests exceeding 2,000 psi. The manufacturer 
claims that the fittings stand up under 
wrench or twisting pressure. These gas 
range connectors are available with a vari- 
ety of fitting combinations and in lengths 
from 24 to 60” overall. 

Dural Gas Range Connectors. S. H. Leg- 
gitt Co., Marshall, Mich. 


Room heater 

A new gas room heater is completely 
automatic, vented, warm air circulating. It 
is available in three capacities: 25- 50- 
75,000 Btu., for op- 
eration on natural, 
manufactured, 
mixed or LP gases. 
Thermostatic con- 
trol is included as 
standard equip- 
ment. The outlet 
louver grille on the 
front permits indi- 
vidual adjustment. 
The finish is lus- 
trous, grey-green. 
Reznor FM Series. 
Reznor Mfg. Co., Mercer, Pa. 





Counterflow furnace 

A new counterflow furnace for perimeter 
heating of homes having the ductwork run- 
ning under the floor or imbedded in con- 
crete slab has been 
designed. It is a 74,- 
000 Btu oil furnace 
which is said to 
be convertible to 
gas operation in fif- 
teen minutes. 

For alcove or 
utility room instal- 
lation, it will oc- 
cupy 22” wide and 
25” deep. It is de- 
livered as a pack- 
aged unit, fully- 
wired and assem- 
bled. There are 
three connections: 
fuel supply, 110- 
volt line and ther- 
mostat cable. 

The front panels of this furnace are re- 
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movable for access to the fully-enclosed 
burner, blower controls and cleanout ports. 
The burner is of the vaporizing type with 
positive supercharged draft. This new fur- 
nace has a rust-proofed casing and white 
baked enamel. Model F-601. Perfection 
Stove Co., Platt Ave., Cleveland 4. 


Gravity furnace 

A new model gravity warm air furnace, 
oil or gas-fired, is now in production. Con- 
siderably less expensive than the model it 
replaced, this fur- 
nace was designed 
primarily for low- 
cost housing. It has 
a bonnet output of 
75,000 Btu /hr. The 
casing measures 
5§2”x22%4"x2814”. 
It is powered with 
a flanged gun-type 
oil burner, or an 
inshot-type flanged 
gas burner. This 
new furnace is fac- 
tory assembled with 
a full-sized bottom plate. Model GA-75. 
Delta Heating Corp., Trenton, N. J. 








How Lone Star Gas Co. 
... Sells . . . Appliances 


(Continued from page 47) 





ator sales to demonstrate proper use of 
the equipment, provide engineering for 
their heating and water heating jobs.” 

The Lone Star arrangement for han- 
dling dealers’ customer sales contracts 
has proved to be an attractive feature. 

“We purchase their customer sales 
contract paper by discounting it six per 
cent per annum with only a four months’ 
limited recourse and we take over the 
monthly collections from their custom- 
ers,” he explained. 

“We purchase normally from six to 
eight million dollars of their paper an- 
nually; and they like it.” 

The dealer-relations situation on the 
system was summarized to the SGA 
group: “We help them sell, we make 
their customers happy, and we pay them 
the profit on their sale immediately.” 

Gas customers and their relations 
with Lone Star seem to have had the 
general benefits of the company’s meth- 
ods of operating and merchandising. 

“I feel that this plan is one reason 
why we have such good customer rela- 
tions,” said Mr. May. “A man that is 
trying to sell something goes around 
with a smile on his face. He keeps his 
best foot forward . it is almost axi- 
omatic that key people in the operating 
organization in particular and all other 
employees to quite some extent will 
show only the sustained interest in our 
merchandising activities as are demon- 
strated by their supervisors and top 
management.” 


plied with dramatic effectiveness in Pasa. 
dena, Cal., recently to show 9,000 women 








THEATRE TECHNIQUES USED |N 
EFFECTIVE APPLIANCE SHOW 


Modern theatrical techniques were ap- 
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how gas and gas appliances will cook and 
work for them. 

An almost-invisible cook was the hit of 
the demonstration of gas ranges, clothes 
dryers and refrigerators, sponsored by 
Southern California Gas Company and a 
local newspaper with the cooperation of 
Gas Appliance Manufacturers Association. 

The cap-gloves-apron-shoes holding the 
cake in the accompanying photograph are 
actually on the personable Maxine Howe, 
home economist, during her lectures. 

A luminous-paint treatment was applied 
to her cap, gloves, apron, shoes and, also, 
to the utensils and wall-oven type auto- 
matic range. A dark stage and black-light 
spotlights developed the effect shown here 

The result on the audience, of 3,000 
women in each of three sessions, was un- 
divided attention to the essentials of the 
demonstrations. 

Results of these demonstrations, in audi- 
ence-reactions, were clearly indicative of 
the effectiveness and now plans are under 
way to stage similar shows in other cities 

The demonstrations in Pasadena featured 
the appliances of a number of manufactur- 
ers, including O’Keefe & Merritt, Gaffers & 
Sattler, Western Holly, Wedgewood, Tap- 
pan, Roper, Magic Chef, Maytag, Bendix 
and Servel. Representatives of the firms 
were on hand during the dernonstrations to 
explain the operations and features of their 
products. 








































Whirlpool Distributor in Louisville 


The appointment of Falls City Suppl) 
Co., Inc., Louisville, Ky., as Kentucky and 
southern Indiana distributor for Whirlpool 
Corporation was announced recently. 












Servel to Make Room Conditioners 


Plans for making and marketing room 
air conditioners have been announced by 
Servel, Inc. The first conditioners will be 
ready early in 1953. 






American Gas Journal, June 1952 
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MEN AT WORK 





Purdum is New Perfection Ad Manager 

J. M. Purdum 
has been promoted 
to the position of 
advertising man- 
ager by Perfection 
Stove Company. He 
joined Perfection as 
assistant advertising 
manager in 1945. 

Mr. Purdum has 
had many years of 
experience in ad- 
vertising and sell- 
ing. He spent fif- 
teen years in various positions connected 
with sales promotional activities. 


J. M. Purdum 


De Pew Joins Pioneer Furnace 

The appointment 
of Oliver De Pew, 
Jr. as general man- 
ager, Pioneer Fur- 
nace Company, Los 
Angeles, was made 
recently. 

He will be re- 
sponsible for the re- 
search and develop- 
ment of new units 
that will supple- 
ment the present 
line of Pion-Aire 
vented recessed wall heaters and wall cir- 
culators. 


Miehle Directs Sales for Wilkins 

E. C. Miehle has 
been appointed di- 
rector of sales by 
Gordon E. Wilkins, 
Inc., Los Angeles, 
distributor for the 
Chambers Corpora- 
tion. 

The Wilkins firm 
was recently ap- 
pointed distributor 
for Chambers in 
southern California 
and Arizona. 

In announcing the appointment, Gordon 
E. Wilkins, president of the firm, said: “Mr. 
Miehle is filling a position for which we 
have long felt a need. Under his direction a 
new sales organization will start to operate 
immediately.” 

Mr. Miehle has been a sales manager for 
other Chambers distributors on the West 
Coast. 


Oliver De Pew, Jr. 


E. C. Miehle 


T. G. Leonard to Vice Pres. Coroaire 
The appointment of T. G. Leonard to 
Vice president has been announced by 
Coroaire Heater Corporation. Until re- 
cently he was assistant national sales man- 


ager. 


Williams Appoints Distributor 
\. Y. McDonald Manufacturing Co., 
Bloomington, IIl., has been appointed dis- 
tributor in central Illinois for the Williams 
Gas-O-Matic division of Eureka Williams 
Corporation. 


June 1952, American Gas Journal 


Duo-Therm Executives Advanced 

M. F. Cotes, executive vice president of 
Motor Wheel Corporation since 1947, has 
been elected president and general manager 


M. F. Cotes Karl Egeler 


of the corporation by the board of direc- 
tors. 

In addition to his new duties, Mr. Cotes 
will also continue to serve as general man- 
ager of the Duo-Therm division. 

Two new Vice Presidents were also 
elected. They are Karl Egeler, vice presi- 
dent in charge of Duo-Therm sales, and 
D. F. Jones, vice president in charge of 
Duo-Therm engineering. 


Stewart-Warner Directors Reelected 

All incumbent directors of Stewart-War- 
ner Corporation were reelected at the an- 
nual stockholders’ meeting. 

More than 80 per cent of the corpora- 
tion’s outstanding stock was represented at 
the meeting, said James S. Knowlson, presi- 
dent and board chairman. 

Directors elected were Thomas H. Bea- 
com, John F. Fennelly, Irving S. Florsheim, 
Henry T. Heald, Frank A. Hiter, James S. 
Knowlson, George L. Meyer, Jr., and Wil- 
liam A. Patterson. 


BENTLEY ENGLISH, Lewiston, Pa., has 
been appointed field representative of the 
Gas-O-Matic division, Eureka Williams 
Corp., and will cover Pennsylvania, Dela- 
ware, Maryland, District of Columbia, Vir- 
ginia, West Virginia, North Carolina, east- 
ern Kentucky and Tennessee. 

KENNETH MULDOON, Tuckahoe, N. Y., 
has been appointed field representative of 
the Gas-O-Matic division, Eureka Williams 
Corp., to cover New York-New Jersey. 

OLIN WILLIAMSON, Lakeside, Mich., has 
been appointed field representative of the 
Gas-O-Matic division, Eureka Williams 
Corp., and will cover Wisconsin, Minne- 
sota, North and South Dakota, northern 
Illinois, northern Indiana, Michigan and 
Ohio. 

WILLIAM York, Effingham, III., has been 
appointed field representative of the Gas-O- 
Matic division, Eureka Williams Corp., and 
will cover Missouri, lowa, Kansas, south- 
ern Illinois, southern Indiana, Nebraska, 
western Kentucky and western Tennessee. 


Central Heating Unit Shipments 

Gas-fired central heating equipment 
shipped during April totaled approximately 
40,200 units, according to Edward R. 
Martin, director of marketing and statistics, 
Gas Appliance Manufacturers Association. 
This compares with approximately 35,200 
units shipped in the previous month and 
brings the total for the first four months 
of this year to 155,000 units. 





NEW GAS APPLIANCE 
BULLETINS 





MATCHLESS RANGE BULLETINS. 
bulletins describe jet-ignition ranges: 

ULTRAMATIC CaLoric Gas RANGES. Fea- 
tures and specifications, with detailed il- 
lustrations. 4pp. Caloric Stove Corp., 12 
S. 12th St., Philadelphia 7. 

INsTA-MaTic ROPER Gas RANGES. Fea- 
tures and specifications, with illustrations, 
in this bulletin, are supplemented by two 
single sheet bulletins with full details about 
two related models. Geo. D. Roper Corp., 
Rockford, Ill. 

MANHATTAN UNIVERSAL Gas’ RANGES. 
Features and specifications are described, 
with an illustration of the range. Cribben 
and Sexton Co., Chicago 12. 


These 


NorGe Gas RANGE, MODEL N-19. This 
two-page bulletin includes the details of the 
new range described briefly under “New 
Gas Appliances” in the May issue of AMER- 
ICAN GaAs JOURNAL, on page 66. 


HOTSTREAM GAS AUTOMATIC STORAGE 
WATER HeEatTeRr. This bulletin gives, in con- 
cise form, the features of operation and 
construction of the heater that was de- 
scribed in AMERICAN Gas JOURNAL, May, 
p. 64. Size and capacity, specifications, to- 
gether with diagrams are included. Bulletin 
ASL. 1 p. The Hotstream Heater Com- 
pany, 2363 E. 69th St., Cleveland 4. 





NEW BOOKS 





SUCCESSFUL Prize COoNTEsTs. By Zenn 
Kaufman and Lester M. Cone, Jr. The place 
of the prize contest in product merchandis- 
ing is so firmly established that it needs no 
enlargement here, by way of introduction 
to this book. 

Two companies in the gas industry, Cole- 
man Lamp and Stove Company and Ohio 
Fuel Gas Company, are included in the 
44 examples of fully-described contests that 
are used as case studies by the authors. 

In effect, this book can be considered as 
a textbook on the subject of merchandising 
contests. It takes contests from the basic 
consideration of why people compete, 
through to the mountainous molehills of 
contestant entries. Some of the chapter titles 
will serve to indicate the scope of the book: 
who runs contests, objectives, themes, prize 
strategy, promotion media, promotion tech- 
niques, rules, awards, cooperative and co- 
sponsored contests, window display con- 
tests, judging and “keeping out of jail.” 

The 44 case studies are presented in de- 
tail, covering 221 pages. 

We assume that the authors know more 
than a little about contests when we see that 
Mr. Kaufman is merchandising director of 
Philip Morris and Mr. Cone is assistant 
merchandising manager of the McCann- 
Erickson advertising agency. 

Pp. 567 + vii. Illustrations. Prentice- 
Hall, Inc., New York 11. $7.50. 
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Proven Meter Accuracy — For over 


25 years Lancaster has be 


standard of accurate gas measure- 


ment 


that assure dependable and un- 


changing diaphragm action year in 


and year out. 


: 

More Years of Service — Thi 
of meter records show 10.. 
20 and more years of con 


service 


Diaphragms. You can be sure of 
more years of wear with Lancaster. 


Write for sample and literature to- 


day. 


with exclusive features 


for Lancaster Metal 
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POSITION WANTED 


15 years of gas distribution and utilization 
experience. Experience has included man- 
agerial and sales. Would consider traveling 
as sales and service representative. Address 
Box 244, c/o American Gas Journal, 205 E. 
42 St., New York 17, N. Y. 




















For Sale— CARBURETTED WATER 


Five automatic fuel chargers, with chutes, 
gates and G.E. thrusters, for U.G.I. mechan- 
ical grate water gas machines. 

One automatic grate for U.G.I. 12 ft 
water gas machine complete with Vickers 
pump, motor, Hydrocone relief valve and 
switch gear. 

Three steam drums with Copes Regula- 
tors for water jackets on U.G.I, mechanical 
grate water gas machines. 


The Brooklyn Union Gas Co. 


Three suspension type weigh larries, in- 
cluding scale and motor drive. Capacity 6 
tons. 

Two 7.5 hp motor drives for weigh lar- 
ries. 

One Republic Constant flow regulator. 
Type HLD-55-S-OS-57-H 

Six U.G.I. 30” 
gate valves 


hydraulically operated 


quipment is used but in good condition, Some spare parts. 


Address inquiries to: 8S. L. BOWEN 


176 Remsen Street 





GAS EQUIPMENT 





Six U.G.I. 24” 
gate valves. 

Twenty 10” hydraulically operated Eddy 
Valves, Fig. 62. 

Twenty 8” hydraulically operated Eddy 
Valves. 

Ten 3” hydraulically operated Eddy low 
pressure steam valves. 

Five each 2” screwed, 3” flanged hydraul- 
ically operated Fisher Valves, Fig. 108. 


hydraulically operated 


Brooklyn 2, N. Y. 
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EFFICIENCY 








ECONOMY 


... that’s what you get when you specify 
WIGGINS GASHOLDERS for chemical process 
and industrial gases. 

The absolutely dry, frictionless seal of 
the WIGGINS GASHOLDER is gas-tight and 
impermeable. Can’t freeze or “hang up’”’ 
—there’s no water—no tar—no grease. 
No complicated mechanism. No gadgets. 


WIGGINS 
VAPOR SEALS 


by GENERAL AMERICAN 


No operating costs. No maintenance costs. 

Ask us about installations made from 
coast to coast for economy-minded 
process engineers—men who know that the 
Simplicity of the WIGGINS GASHOLDER 


in operation always results in Efficiency 
and Economy. 


Send for Bulletin WG-22! It’s written for you! 


GENERAL AMERICAN TRANSPORTATION CORPORATION 
135 South La Salle Street, Chicago 90, Illinois 


Offices in all principal cities 
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Sprague Meters are designed for 
service — accurate, long time serv- 
ice that can be maintained with a 
minimum of time and expense by 
even the smallest shops. These built 
in features mean guaranteed sav- 
ings to you. A Sprague Meter is 
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always a good investment, particu- 
larly so with future maintenance 
costs in mind. Diligent attention to 
this problem in the design of 
Sprague meters keeps them in the 
field for long periods of trouble-free 


efficient service. 





SPRAGUE’'S THE Buy! 
LONG LIFE, PERFORMANCE 













Interchangeable tops for 
standard or combination 
meter and regulator, 


Mi. 


Metal-flanged diaphragms 
and tins-one complete unit 


Fe 


One valve—one valve seat 





Simple external adjustment 


